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Summary

This thesis investigates how AI-generated visuals incorporating Taiwanese cultural

elements can enhance brand engagement in a Japanese market context. Through

a four-stage design-based research process—including offline testing, co-creation,

comparative evaluation, and a real-world Instagram Story experiment—the study

explores the effectiveness of cross-cultural visual communication using MidJour-

ney. Results from performance metrics and user feedback indicate that culturally

rich, AI-generated content can outperform traditional visuals in capturing atten-

tion and encouraging interaction. The project offers a reproducible framework for

global brands seeking to communicate authentically across cultural boundaries

using AI-assisted design.
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Chapter 1

Introduction

1.1. Role of Artificial Intelligence in Communi-

cation

1.1.1 Benefits

In 2023, Artificial Intelligence (AI) is already widely used by more than 50% of

people in their daily life, and the global AI market has been stated to become an

economic powerhouse, worthing around 450 billion USD dollar [1]. Even though

many people, especially the younger generation, may not fully aware of their daily

use of AI, AI technology is actually implanted in numerous fields, such as cus-

tomer service, music playlist recommendation, email sorting, healthcare, online

shopping, or home devices [2] [3]. Regarding communication, the influence of AI

can be fundamental in the fostering of relationships between individuals or orga-

nizations. One of the biggest advantages AI has regarding communication is its

ability to analyze large amounts of data and generate specific content for individ-

uals. Communication strategies are tailored at the most sophisticated levels by

AI technology using machine learning and natural language processing, facilitat-

ing greater and more enjoyable interactions in various industries. It is particu-

larly clear with AI-powered tools that assist in content creation from copywriting

and designing to video production, helping businesses improve their outreach and

streamline their communication processes [4]. Furthermore, AI serves a crucial

part in predictive analytics by anticipating future needs through the analysis of

consumer behavior and trends. Hence, this enables organizations to communicate

with their customers more efficiently and cultivate relationships with them [5] [6].

In the Customer relationship management system, AI technology can enhance the

overall efficiency by automation, reducing human intervention in repetitive tasks
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1. Introduction 1.1. Role of Artificial Intelligence in Communication

and allowing faster processes. It can also improve customer service by shortening

response times and increasing accuracy, while assisting decision-making through

data analysis and offering important insights for better business decisions [7] .

Overall, AI is significantly useful in terms of improving customer engagement, op-

erational efficiency, strategic decision-making, as well the productivity of work [8].

Moreover, in the area of psychology, AI can be applied to assist individual’s psy-

chological well-being by communicating with them. For instance, Park and Kim’s

study [9] targeting on older adults found that, after the frequent communication

with AI speaker, the level of loneliness of these older adults who live alone de-

creased significantly. Since AI speaker speaks in a human-like characteristic, it can

promote the formation of a social network. In conclusion, the effectiveness of AI’s

role in communication has been proven in various fields. For researchers, AI can

offer benefits like accelerating the research process, improving the effectiveness of

studies, producing ground-breaking discoveries, simplifying data processing, im-

proving patient involvement, maximising treatment planning, and aiding in the

development of new drugs [10]. For government workers, AI can help them to

reduce language barriers and service delays while enhancing productivity, thereby

acting as a necessary irreplaceable role in the government service communication

system [11]. In summary, the diverse uses of AI in communication offer substantial

gains in customer engagement, psychological health, and public service in addition

to increasing efficiency and personalisation across multiple industries, making it

an essential tool for communication.

1.1.2 Limitations

However, AI-powered communication also has limitations. For instance, one such

limitation is that automated content creation and interaction with chatbots re-

quires historical or legacy data, which can be very biased and exclusionary and

lead to reinforcing of stereotypes [12]. There is also the paradox that the use of

AI optimizes the effectiveness and efficiency of communication, yet, at the same

time, greatly removes the emotional nuances found in face-to-face interactions.

Many chatbots and other AI solutions seem to answer basic queries adequately,

but most do not possess the necessary emotional intelligence for traumatic or

more nuanced interactions [13]. While AI tools can accelerate the working speed

2
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and productivity of researchers and employees, they can also bring challenges in

order of data quality, interpretation of complex models, ethical considerations,

and the require for specific skills [10]. When it comes to online self-presentation,

the perceived AI use can affect people’s trustworthiness to other’s online pro-

file. This phenomenon is identified as the“Replicant Effect”, where individuals

tend to mistrust online profile that are believed to be created by AI, but this

effect appears only when AI and human-written profiles are mixed together [14].

Hohenstein et al. [15] suggest that AI systems can really improve how quickly we

communicate and encourage the use of more positive emotional language, which

can help strengthen our relationships. Nevertheless, there is often a tendency to

judge people more harshly if individuals suspect they are using an algorithmic

response. This indicates that while AI can make communication more effective

and efficient, its advantages might be overshadowed by the negative social percep-

tions that come with its use. Similarly, Thippanna et al. [16] also explore the ups

and downs of using AI technologies. They highlight several benefits, including

better operational efficiency, improved data analysis, personalized experiences,

predictive analytics, round-the-clock availability, and increased safety in medical

applications. On the flip side, they point out some drawbacks that emphasize the

need for careful use and governance of AI technology, such as job losses, biased

decision-making, privacy concerns, potential for misuse, ethical dilemmas, high

implementation costs, and an overdependence on technology.

Despite these challenges, however, as AI continues to grow, it has been predicted

that the role of AI in communication will become more balanced, with enhancing

efficiency being weighed against preserving human authenticity in interlocutions

[17]. This equilibrium shall take away some of the negative social perceptions

and handicaps currently faced by AI in communication, hence promoting a better

integration and use of AI through the future.

1.2. Usage of AI by Companies in Marketing Area

In recent years, AI has made significant strides in enhancing digital marketing ef-

forts. As highlighted by the U.S. Government Accountability Office [18], a variety

of solutions powered by AI tools have emerged to boost digital marketing initia-

3



1. Introduction 1.2. Usage of AI by Companies in Marketing Area

tives. Content creation platforms like Copy.ai and Jasper are helping marketers

craft engaging text for product descriptions, blogs, and social media posts with

ease. Even those without extensive design skills can create eye-catching images

and ads using visual design tools such as Canva and Adobe Firefly. Predictive an-

alytics tools like HubSpot and Salesforce Einstein leverage AI to anticipate trends

and analyze customer behavior, allowing for more targeted marketing campaigns.

Moreover, AI-driven chatbots and virtual assistants are elevating customer ser-

vice and engagement by offering real-time, personalized recommendations. These

technologies are becoming increasingly vital in the digital marketing landscape,

helping businesses remain competitive and connect with customers more effec-

tively. The global market for AI in marketing was valued at USD 20,447.1 million

in 2024 and is projected to grow at a compound annual growth rate (CAGR) of

25.0% from 2025 to 2030. The main drivers of this AI growth in the marketing

industry are indicated to be the increasing use of machine learning and AI to

provide personalised customer experiences, greater acceptance of social network-

ing sites, as well as the growth of online trading [19]. AI has really changed the

game in digital marketing, allowing businesses to connect with customers in ways

that feel more personal and engaging. By using AI-driven personalization, compa-

nies tap into advanced data analytics, machine learning, and predictive modeling

to understand consumer behavior, anticipate preferences, and create customized

marketing strategies. This not only improves the customer experience but also

builds stronger brand loyalty. As a result, AI has become an essential tool in

transforming the digital marketing landscape, equipping companies with innova-

tive technologies to reach their audiences more effectively [4].

AI-generated content, especially in the form of graphics and advertisements,

has really taken off across various social media platforms. By 2025, it is expected

that AI-generated material will be a key player in digital marketing, with sites

like Instagram experiencing a surge in AI-created images and ads [20]. This shift

underscores our growing dependence on artificial intelligence to produce engaging

and culturally relevant content that grabs the attention of audiences worldwide.

More and more users are turning to AI tools to craft visually stunning material,

which is fueling the widespread adoption of AI-generated visuals on social media.

Consequently, marketers are leveraging AI capabilities to develop content that

4
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resonates with diverse cultural backgrounds, ultimately enhancing global market-

ing strategies [21]. While the advancement of technology is certainly a driving

force behind the rising trend of AI-generated content among marketers, there

are several other factors at play. For instance, previous research has shown that

people often view AI-generated content in a similar light to content created by

humans, indicating that individuals struggle to accurately distinguish between

the two [22] [23]. Despite worries about AI potentially leading to job losses or a

decline in cognitive skills, these studies generally found that AI-generated content

is seen as credible and high-quality, making it a viable option for brand marketing

without significantly affecting consumer perceptions.

It has been shown that content created by AI can really influence how customers

see brands and help build their loyalty. As Ahmed et al. [24] point out, when AI

personalizes experiences, it boosts consumer engagement and fosters lasting loy-

alty to brands. This highlights AI’s ability to transform consumer behavior, en-

hance client relationships, and give businesses a leg up in the competitive market.

This finding aligns with other studies on AI’s role in content creation, which have

indicated that, much like content made by humans, AI-generated material can ef-

fectively boost customer engagement by offering a tailored experience [25] . While

AI tools bring advantages like increased productivity and cost savings, research

also emphasizes the importance of emotional connection and personalization to

ensure high-quality content. Participants in these studies noted that AI can en-

hance engagement when it is paired with relevant and personalized material, but

they also expressed concerns about the emotional intelligence that AI-generated

content often lacks. Despite the benefits, there are significant challenges related

to AI-generated content, especially regarding intellectual property. Recent stud-

ies have found that using AI in content creation raises questions about copyright

infringement since AI systems do not hold rights to the content they generate.

This leads to issues of attribution and liability in marketing contexts. Alongside

the ethical dilemmas surrounding the authorship of AI-generated works, organi-

zations must also navigate legal frameworks to ensure they comply with copyright

laws and fair use regulations, particularly in regions like the European Union and

the United States [26]. Thus, while AI can alter marketing strategies and improve

consumer interactions, organizations must also consider the legal and ethical con-
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sequences in order to avoid any copyright violations and maintain compliance with

intellectual property regulations.
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Chapter 2

Related Works

2.1. Localization and Standardization for Global

Brands

2.1.1 Overview

Standardization and localization are two opposing strategic approaches in the con-

text of worldwide marketing. The extension and implementation of a consistent

marketing strategy or product standards, both material and immaterial, across

several markets is usually referred to as standardization [27] [28]. By providing

uniform goods and communications throughout the world, it places an emphasis

on efficiency, consistency, and economies of scale. On the other hand, localiza-

tion means adjusting marketing tactics to each target market’s unique cultural,

economic, and regulatory circumstances. This strategy includes both customiza-

tion—deliberate changes to better suit local customer preferences and cultural

expectations—and adaptation—mandatory alterations necessitated by local en-

vironmental conditions [27]. The strategic tension that businesses must manage

while expanding globally is highlighted by the fact that localization addresses the

need to be sensitive to local variety, whilst standardization aims for worldwide in-

tegration. Based on the definition of standardization as the application of a unified

marketing program or product attributes across international markets [27] [28],

supporters of this approach argue that it allows businesses to take advantage of

the increasing convergence of global consumer preferences and the homogenization

of market segments [29] [30]. Specifically, standardization becomes a strategic in-

strument for guaranteeing uniformity, effectiveness, and brand coherence globally

as communication technology, global media, and digital platforms increasingly

overcome geographical distances.

7
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2.1.2 Advantages and Drawbacks of Standardization

One of the most widely cited advantages of standardization is the economy of

scale. Businesses can save costs through mass production and centralized market-

ing efforts by creating and promoting a standardized product, which will increase

profit margins [29] [31]. Additionally, an identifiable worldwide brand image is re-

inforced by a consistent marketing message, which helps to increase brand equity

and facilitate cross-market awareness [32]. Businesses like Apple, whose iPhones

are marketed globally with a standardized design, user experience, and messaging,

projecting a unified brand identity worldwide, have made this especially clear. Be-

sides, operational control and coordination are another important advantage. By

facilitating centralized decision-making, standardization helps businesses stream-

line branding guidelines, promotional efforts, and quality standards [33] [34]. In

addition, this degree of consistency promotes information transfer, enabling busi-

nesses to more successfully use learning effects and duplicate successful methods

in many markets [35]. To create internal efficiencies and external brand unifor-

mity, Ford’s ”One Ford Plan” is a prime example of the global standardization of

product platforms and branding activities.

However, despite these advantages, standardization has drawbacks as well. For

example, Its inflexibility in meeting the demands of the local market is a signifi-

cant disadvantage. A standardized strategy may be inefficient or even harmful due

to cultural variances, economic inequities, and legal regulations [36] [37]. Cultural

differences in culinary preferences, for instance, make standardized food products

—like Starbucks’ original offerings—less desirable in areas with strong local tastes,

eventually requiring adaption. Furthermore, standardization can hinder regional

teams’ creativity, result in over- or under-design of products in relation to local

needs, and make it more difficult to respond to consumer behaviour and market-

specific trends [38] [39]. The application of uniform techniques may be further

limited by regulatory and infrastructural variances, such as local advertising rules

or digital accessibility, as seen in the disparities in television and internet infras-

tructures across emerging economies [33]. In conclusion, standardization must be

carefully weighed against contextual market variables that could compromise its

efficacy, even while it offers obvious benefits in terms of cost effectiveness, brand

consistency, and internal coordination. Therefore, the degree of cross-market simi-

8
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larity and the firm’s strategic aims must be taken into consideration when deciding

whether to standardize.

2.1.3 Advantages and Drawbacks of Localization

Although standardization techniques have many advantages to offer in terms of

brand consistency and operational efficiency, they commonly struggle to handle

the diversity of international markets. In contrast, localization—which is the

process of modifying marketing tactics to satisfy the unique cultural, legal, and

consumer requirements of other markets—emerges as a crucial substitute [27].

The localization method recognizes that, especially for global companies oper-

ating across culturally varied locations, a certain amount of strategic flexibility

is required due to differences in language, traditions, purchasing behaviour, and

regulatory settings [30]. One of the key benefits of localization is its potential to in-

crease cultural relevance and customer involvement. Firms can increase emotional

resonance and trust with customers by aligning their product offerings and com-

munications with local preferences. McDonald’s, for example, uses this method

efficiently by customizing its menu choices to accommodate to local tastes (e.g.,

Teriyaki Burger in Japan, McAloo Tikki in India) [37]. Similarly, Coca-Cola’s

”Share a Coke” campaign, which put common local names on bottles, highlighted

the effectiveness of culturally appropriate information in enhancing consumer con-

tact and brand attachment [40]. Additionally, localization can help businesses

better navigate a variety of legal settings and makes it easier to adhere to local

legislation [36]. Differentiating products to match regional values and consump-

tion habits is another way to gain a competitive edge. This is a crucial tactic in

markets with established local competitors or unique consumer cultures [41].

Nevertheless. localization does have some disadvantages. For instance, the in-

creasing expense and complexity of operations can be a significant drawback.

Profit margins may be lowered and the advantages of economies of scale are

limited by the need to create market-specific goods, packaging, promotion, and

distribution methods [42] . Moreover, brand fragmentation brought on by over-

localization can erode a consistent worldwide identity and reduce cross-market

brand equity [39]. Finally, localized models limit chances to use organisational

learning across borders by making coordination and information transfer across

9
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subsidiaries more difficult [34]. Therefore, when combined, these elements show

how businesses need to strategically balance global integration with cultural re-

sponse. In many situations, achieving a successful global brand requires finding

the right balance between localization and standardization, a hybrid approach

commonly referred to as ”glocalization” [43].

2.2. Importances and Challenges of Culture Bal-

ance in Brand Communication

As previously discussed, both standardization and localization strategies offer dis-

tinct advantages and drawbacks in international marketing. While localization en-

ables cultural adaptation and greater customer interaction, standardization can

foster uniformity and cost effectiveness across markets. These two approaches,

however, are frequently situated at opposite extremities of a strategic continuum.

The main problem for multinational firms looking to communicate successfully in

culturally varied countries is finding a balance between the two, not picking one

over the other. In international brand communication, this strategic interaction—

often referred to as cultural balance—has grown in significance [41] [44]. Culture

balance is crucial because it can improve perceived authenticity, consumer trust,

and brand resonance. Brands can develop deeper emotional bonds with their

target customers by effectively fusing locally significant cultural manifestations

with global brand principles. Zhou et al. [45]demonstrate that culturally en-

gaged branding raises customers’ willingness to spend more and greatly improves

brand enriching benefits, especially in functional product categories. These re-

sults support the strategic importance of incorporating cultural components into

communications, so long as they are relevant to the brand and appropriate for the

setting.

However, there are several obstacles in the path of achieving cultural balance

in communication. For example, the complexity of cross-cultural variations in

language, norms, and symbolic meaning is one of the main problems. According

to Allan [46], global brands often misunderstand culturally integrated messages

when they fail to recognize tiny yet important differences between cultural codes.

Furthermore, if brands extract and employ cultural components without the nec-

10
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essary knowledge or sensitivity, they run the risk of cultural appropriation, which

can result in negative consumer reactions and harm to their reputation [47]. Be-

sides, the changing character of culture itself adds another level of complexity.

Consumer cultures change as a result of generational changes, worldwide influ-

ences, and sociopolitical advancements [48] [49]. Because of this, brands must be

culturally flexible, always observing cultural trends and modifying their communi-

cation tactics as necessary. Even well-meaning attempts at cultural integration or

localization could easily become out of date or mismatched without this flexibil-

ity. In conclusion, striking a balance between culture and brand communication

is both a strategic imperative and a practical difficulty. It necessitates a sophis-

ticated strategy that combines cultural intelligence, sensitivity, and reactivity,

allowing companies to maintain a consistent worldwide identity while establishing

relevance and trust in a variety of markets.

11



Chapter 3

Design

3.1. Research Objectives and Hypothesis

This study examines how AI-generated brand graphics that contain cultural char-

acteristics affect social media consumer engagement in the context of the grow-

ing global reliance on algorithmic content generation. This study builds on the

theoretical conflict between localization and standardization in global brand com-

munication by examining the complex problem of developing a visually balanced

cultural approach. It seeks to ascertain whether the incorporation of visually

significant cultural elements—either from the local target market or the brand’s

home country—affects the way people engage with branded content. This research

is conducted in collaboration with Carpenter [50], a Taiwan-based lifestyle brand

with an expanding presence in the Japanese market. In this study, it investigates

how incorporating Taiwanese cultural characteristics into product graphics influ-

enced by Japan can improve brand communication and consumer engagement

instead of completely adjusting to local cultural standards. The study intends to

investigate how audiences view and react to such cross-cultural visual strategies

—balancing local aesthetic demands with home-country identification. Despite

sharing East Asian cultural heritage, Taiwan and Japan have different symbolic

systems, aesthetic tastes, and commercial sensitivities [51] [52] [53]. Investigating

how AI-generated, culturally coded content might act as a link between home and

host markets in global branding is made more significant by this cultural contrast.

Therefore, the hypothesis of this study is AI-generated images that integrate

home-country (Taiwan) cultural visual elements into product-based branding will

generate higher social media engagement than images that adopt only localized

Japanese cultural aesthetics. Previous studies on brand authenticity, emotional

12
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resonance, and cultural congruence in cross-cultural marketing are cited in this

hypothesis [48] [54]. Additionally, it is consistent with dual-process theories in

consumer psychology, such as the Elaboration Likelihood Model [55], which sug-

gest that visual signals that are culturally known can trigger both schema-based

elaborative processing (System 2) and intuitive, affect-driven reactions (System 1).

This dual pathway implies that incorporating cultural features into AI-generated

branded visuals may improve cognitive assessments of brand authenticity and rel-

evance in addition to eliciting immediate emotional connection [56]. In terms of

research significance, by experimentally investigating how cultural visual tactics

mediate audience engagement in digital contexts, this work adds to the continuing

scholarly discussions on cultural branding and AI-assisted content creation. By

using AI-generated material as a new medium for cultural transmission, it theoret-

ically expands on current paradigms of global brand communication. In practice,

the results provide insight on how companies can deliberately balance cultural au-

thenticity and local relevance in visual storytelling while also lowering production

costs by utilizing generative tools. The study will use both behavioural and per-

ceptual measures to evaluate customer engagement and perception. Instagram

interaction rates (likes, shares, comments, and saves) and the amount of time

spent on each image, as tracked by platform analytics, are used as behavioural

indicators. It evaluates participant answers to post-viewing questionnaires that

gauge perceived brand legitimacy, emotional appeal, and cultural resonance in or-

der to determine perceptual indicators. By using this approach, the study hopes

to shed light on how AI-generated cultural representations influence consumer

attention and behaviour, providing a fresh viewpoint on how technology, culture,

and branding interact in global marketplaces.

Moreover, this hypothesis is explored in the context of Instagram Stories, a

short-lived, mobile-first format that focusses on ephemeral, visually rich, and

engaging content. The decision to use Instagram Stories rather than Reels or

regular posts is methodologically and logically reasonable. Real-time interaction

features like polls, emoji sliders, and quiz stickers are made possible by stories

and yield both quantitative engagement metrics and emotional responses from

users [57] [58]. Stories, as opposed to permanent posts, evoke a feeling of urgency

and personal significance, frequently promoting impulsive interaction that is more
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reflective of emotional resonance than of thoughtful analysis. Additionally, Sto-

ries’ immersive, full-screen display provides a clear visual environment that is ideal

for evaluating the symbolic and aesthetic effects of culturally coded pictures free

from comments, hashtags, and captions [59]. By focusing on Instagram Stories,

this research connects the experimental environment with actual consumer media

behaviour, particularly among younger East Asian populations since they demon-

strate a significant preference for mobile-native, ephemeral content formats [60].

This platform selection assures ecological validity while also allowing for precise

assessment of engagement outcomes including tap-through rates, sticker interac-

tions, and time spent viewing.

3.2. Experimental Overview

3.2.1 Multi-Stage Experimental Flow

This study adopted a four-stage experimental design to iteratively develop, test,

and validate AI-generated visual content that integrates Taiwanese cultural ele-

ments into branding strategies for the Japanese market. Each test built upon the

insights of the previous, enabling a structured and reflexive research flow. For

Test 1, it focused on initial visual impact through an offline exhibition and quali-

tative interviews. Nine AI-generated images were created based on the aesthetic

principles of Kazimir Malevich and Suprematism, emphasizing minimalism, form

reduction, and symbolic abstraction [61]. These works were displayed in an offline

exhibition setting, enabling real-time observation of viewers’ spontaneous reac-

tions to the abstract content. Test 2 explored user interaction with AI tools. A

customized web interface was developed to enable users with no prior AI experi-

ence to generate culturally expressive images through simplified text inputs. This

platform served to democratize AI creativity and was tested among university

students, providing insight into user behavior, tool accessibility, and co-creative

workflows. In Test 3, it compared viewer engagement between AI-generated im-

ages and conventional photography. Participants rated both visual types across

cognitive, emotional, and behavioral dimensions [62], offering clear evidence that

culturally embedded AI visuals prompted stronger engagement. Test 4, the fi-

14



3. Design 3.2. Experimental Overview

nal and most comprehensive phase, deployed a real Instagram Story campaign in

collaboration with Carpenter. Twelve visuals across four cultural styles were pub-

lished over four weeks, and engagement was assessed through Instagram analytics

and a follow-up questionnaire. Together, these stages formed an iterative and

scalable framework—moving from concept testing to public deployment—that

validated the hypothesis and demonstrated the potential of culturally adaptive

AI-generated images in brand communication.

3.2.2 Tools for AI-Based Content Generation

Two primary AI tools were employed across the experiment’s different phases:

MidJourney, for visual content generation, and ChatGPT, for textual prompt op-

timization and user interface integration. Within these two tools, MidJourney

was selected as the primary image-generation tool in this study due to its high

visual fidelity, intuitive interface, and strong community ecosystem, which collec-

tively make it particularly accessible for non-expert users [63]. Its Discord-based

workflow allows for efficient prompt iteration and creative exploration without

requiring advanced technical skills. Moreover, recent comparative analyses indi-

cate that MidJourney outperforms models like DALL·E 2 and Stable Diffusion

in generating culturally nuanced and stylistically consistent images. Unlike more

generalist AI models, MidJourney demonstrates a greater capacity to produce vi-

suals that align with specific aesthetic and symbolic codes—an essential feature for

studies examining cultural localization in brand communication [64]. ChatGPT

was integrated into the custom web interface as a conversational layer to assist

users in developing effective prompts. Its language comprehension capabilities

let inexperienced users to articulate abstract cultural concepts, which were then

translated into MidJourney-compatible instructions. The integration of visual

and linguistic AI systems increased co-creative potential while lowering technical

hurdles to access.Together, these tools allowed for both creativity and accessibil-

ity, aligning with the study’s objective to evaluate culturally embedded content

creation in realistic social media scenarios.
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3. Design 3.3. Stimuli Design: AI-Generated Visual Content

3.3. Stimuli Design: AI-Generated Visual Con-

tent

3.3.1 Cultural Elements and Visual Strategy

In the context of cross-cultural branding, this study explores the strategic applica-

tion of AI-generated imagery to attain a visual balance between localization and

brand standardization. The primary draw is the Taiwanese company Carpenter,

whose goods have Japanese origins. This study investigates a hybrid strategy

that incorporates distinctively Taiwanese cultural components into the visual de-

sign while maintaining the brand’s established stylistic character, as opposed to

completely localizing the product for the Japanese market.

This strategy was inspired by findings from an internal survey conducted among

Japanese university students. The results indicated that participants tended

to prefer products that maintained a clear and consistent brand identity (i.e.,

standardized designs), even over those modified to align more closely with local

Japanese cultural themes. In light of this, the study proposes a design strategy

that preserves the core identity of Carpenter, while using localized visual elements

as subtle enhancements rather than replacements.

The visual stimuli were created using the AI image generation tool MidJour-

ney. Each image featured Carpenter products integrated with Taiwanese cultural

elements such as blue-and-white porcelain (青花瓷) patterns, traditional paper-

cutting (剪紙) motifs, ink wash painting (水墨画) styles, and vintage Taiwanese

print art (台湾復古版画). These culturally unique aesthetics were purposefully

overlaid over or around Carpenter’s Japanese-inspired product images. While the

products themselves show a localization approach focused at the Japanese market,

the incorporation of Taiwanese visual aspects restores the brand’s original cultural

identity, acting as a visual standardization layer. This hybrid design strategy aims

to balance localization and standardization in cross-cultural communication, with

the goal of increasing consumer engagement by presenting a brand that is both

authentic and culturally relevant.

16



3. Design 3.4. Design Thinking Framework and Experimental Design

3.3.2 Branding and Product Context

Each visual stimulus included an actual Carpenter product with its distinguish-

able shape or design elements maintained so order to replicate genuine brand

communication in a cross-cultural setting. By combining Taiwanese cultural aes-

thetics—blue-and-white porcelain, paper cutting, ink wash painting, and vintage

print art—into scenes where the products were either the main visual objects or

naturally incorporated into the background, MidJourney reimagined the images

rather than merely superimposing cultural motifs. This strategy made guaran-

teed that the brand’s essential identity and visual language stayed identifiable and

consistent even when new cultural layers were added. Three Carpenter products

with distinct Japanese-inspired visual characteristics were selected as the base.

For each product, four culturally adapted versions were created—one for each

of the four Taiwanese visual themes—resulting in a total of twelve AI-generated

images (3 products × 4 visual styles). These images were carefully designed to

maintain stylistic harmony, balancing the brand’s standard visual identity with

culturally localized enhancements. As the study focused on Instagram as the dis-

semination platform, all stimuli were designed in vertical (9:16) format optimized

for Instagram Stories. Each image was paired with interactive features such as

polls, quizzes, or emoji sliders to mimic common brand engagement strategies.

Prior research has shown that interactive elements on Instagram Stories can sig-

nificantly improve user engagement and perceived relevance [65] [66], providing

empirical support for this design approach.

3.4. Design Thinking Framework and Experimen-

tal Design

To guide the development of the experimental design, this study adopted the

five-step Design Thinking framework developed by the Hasso Plattner Institute

of Design at Stanford University [67], which has also been used as a research pro-

cedure in previous academic studies [68]. The framework consists of five stages:

Empathize, Define, Ideate, Prototype, and Test. The overall flow of this Design

Thinking framework can be seen in the figure(Figure 3.1). These stages pro-
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vided a human-centered structure for identifying user needs, generating creative

solutions, and evaluating user experiences. In the Empathize stage, the study ex-

plored both the client company’s branding goals and the cultural expectations of

potential Japanese consumers through informal interviews and preliminary market

observation. In the Define stage, the insights gathered were synthesized into the

following design challenge: How can AI-generated visuals that embed Taiwanese

cultural identity be presented in a way that engages Japanese audiences with-

out requiring full localization? During the Ideate stage, multiple visual concepts

were brainstormed based on different traditional art forms, such as blue-and-white

porcelain, paper cutting, ink wash painting, and Taiwanese vintage print. These

ideas were iteratively developed into initial MidJourney prompts and reviewed for

coherence with both brand identity and intended user perceptions.

Figure 3.1 Five Steps of a Design Thinking Framework

The Prototype phase involved generating a diverse set of visual outputs using

AI tools and refining these through both aesthetic judgment and feedback from

collaborators. Finally, in the Test stage, a series of four structured user studies

were carried out to evaluate the visual designs in increasingly applied contexts,

from offline exhibition to online interaction.
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3.5. Experimental Stages and User-Centered Test-

ing

3.5.1 Test 1: Visual Engagement at an Exhibition Event

The initial test evaluated real-world reactions to AI-generated visuals used in a

professional offline setting. A set of nine images was created using MidJourney,

drawing inspiration from both Carpenter’s product aesthetics and the geometric

abstraction principles of Kazimir Malevich’s Suprematist art(Figure 3.2). These

visuals intentionally emphasized form, balance, and symbolic simplicity, echoing

Carpenter’s minimalist brand identity while subtly embedding references to tra-

ditional Taiwanese design motifs. The final outputs were printed as a collectible

card set (91mm × 55mm), intended not only as aesthetic objects but also as

tactile brand communication tools.

These cards were distributed at a business-to-business (B2B) exhibition event,

where visitors to Carpenter’s booth included designers, business clients, and cre-

ative professionals(Figure 3.3).The design strategy for this test emphasised rapid

visual impact and abstract cultural resonance in order to elicit curiosity with-

out relying on literal portrayals. The underlying assumption was that abstrac-

tion, when aligned with brand aesthetics, could encourage open interpretation

and more personal forms of engagement, a concept supported by cognitive mod-

els of aesthetic appreciation that emphasise the role of viewer interpretation and

emotional resonance in processing abstract visuals [69]. Observational data con-

firmed that the visuals succeeded in attracting attention. Multiple attendees were

seen approaching the booth specifically to examine the cards, with several com-

menting on their visual uniqueness and unexpected sophistication. According to

post-event staff interviews, remarks included statements such as“I didn’t expect

AI to produce something so creative and artistic” and “These images are very

attractive.” Staff also noted that the cards functioned as effective conversation

starters, providing an accessible entry point for introducing Carpenter’s design

values and product philosophy. This outcome demonstrated the feasibility and

potential of AI-generated abstract visuals as branding tools in physical B2B set-

tings. It also validated the initial hypothesis that cultural and aesthetic resonance
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does not necessarily require figurative representation—abstract styles can serve as

powerful intermediaries in brand storytelling. The encouraging results from this

stage motivated further exploration into how end-users interact with such visuals

in more structured, user-centered environments.

Figure 3.2 Set of Mini card Designs

3.5.2 Test 2: Co-Creation with Graduate Students Using

AI Tools

Encouraged by the positive feedback from the B2B exhibition, the second test

shifted focus toward participatory design—exploring whether non-expert users

could independently create visually compelling and brand-consistent imagery us-

ing AI tools. This stage aimed to investigate both the usability of AI-based image

generation platforms and the emotional-cognitive experience of users during the

co-creation process. The test engaged ten graduate students from Keio Univer-

sity’s Media Design program, most of whom had limited prior experience with

generative AI. The participants were introduced to MidJourney under a guided

interaction framework that provided prompt examples, style references, and a sim-

plified instruction manual. An example screenshot of this online guided framework

can be seen in this figure (Figure 3.4). The design of this framework was informed

by principles of scaffolded creativity, which suggest that well-structured support
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Figure 3.3 Example Pictures from the Event

systems can help users bridge the gap between conceptual intent and technical

execution [70]. To measure user experience and perceived outcome quality, par-

ticipants completed two online questionnaires: Satisfaction of Your AI-generated

Image (Before) and Satisfaction of Your AI-generated Image (After). These were

based on Likert-scale items assessing five dimensions: overall image quality, vi-

sual appeal, creativity, technical accuracy, and alignment with user expectations.

“Satisfaction” was defined as “a feeling which results from a process of evalu-

ating what was received against that expected” [71], making this a useful metric

for both user engagement and system performance.

The results revealed statistically significant increases in perceived creativity

(fromM= 2.6 to M = 3.5, t = -3.25, p = .010) and overall image quality (fromM=

3.7 to M = 4.1), suggesting that participants felt empowered through the creation

process and were often surprised by the expressiveness of their final outputs. While

other aspects such as visual appeal and technical details also improved, they did

not reach statistical significance, potentially reflecting the limitations of prompt-

based image generation for users new to the tool. Qualitative feedback from

participants further enriched these findings. Some commented that the AI output

exceeded their expectations and allowed them to visualize styles they had difficulty
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expressing through conventional graphic tools. Others noted the intuitive nature

of the platform once they became familiar with the structure of effective prompts.

Taken together, these outcomes validate the effectiveness of a structured co-

creation framework in facilitating meaningful user interaction with AI tools. More

importantly, this phase provided practical insight into how non-designers might

participate in the visual development process, opening up new possibilities for

user-driven cultural branding. These insights laid the groundwork for the next

phase, which directly compared AI-generated visuals with traditional product

photography to assess engagement outcomes in a controlled perception test.

Figure 3.4 Examples of the Online Guided Framework

3.5.3 Test 3: Comparative Engagement Perception Among

Graduate Students

Building on the outcomes of the co-creation experiment, the third test introduced

a structured comparative engagement evaluation. This phase aimed to investigate

not only whether users could co-create with AI effectively, but also whether the

final AI-generated content would be perceived as more engaging than traditional

brand visuals in a consumer-facing context. To this end, 10 students from Keio

University’s Media Design program were recruited. Participant was shown two

visuals of the same Carpenter product: Image A, an AI-generated ink wash vi-
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sual incorporating Taiwanese cultural motifs; and Image B, a standard product

photograph originally used by the brand (Figure 3.5). Each of participants was

shown these visuals in random order, so that potential effects regarding the order

of visual exposure can be controlled.

Participants evaluated both images using a three-dimensional engagement ques-

tionnaire, which measured cognitive engagement (e.g., how mentally stimulating

or thought-provoking the image was), emotional engagement (e.g., whether the

image evoked curiosity or aesthetic appreciation), and behavioral intention (e.g.,

likelihood of interacting with or sharing the content). This approach aligns with

the multidimensional view of consumer engagement proposed by Hollebeek et

al. [62], which emphasizes the interplay of thought, feeling, and action in brand-

ing contexts.

The results showed a clear and consistent preference for the AI-generated vi-

sual. Cognitive engagement averaged 4.4 (SD = 0.5) for Image A, compared to

3.6 (SD = 0.6) for Image B. Emotional engagement was also higher for Image

A (M = 4.0, SD = 0.6) than for Image B (M = 3.3, SD = 0.7). Finally, be-

havioral intention was stronger for the AI image (M = 4.1, SD = 0.7) than the

original photo (M = 3.4, SD = 0.6), suggesting greater potential for audience-

driven dissemination and interaction. These findings provide empirical support

for the hypothesis that embedding culturally resonant visual cues—such as tradi-

tional artistic styles—can significantly enhance the effectiveness of AI-generated

marketing visuals. The stylistic familiarity of ink wash painting may have served

as a visual bridge, increasing perceived relevance and emotional appeal among

Japanese viewers, even though the motifs were Taiwanese in origin. This sup-

ports the broader argument that cultural hybridity, when aesthetically coherent,

can be an effective design strategy in cross-cultural branding. Moreover, the con-

sistency of the results across all three engagement dimensions strengthened the

internal validity of the experiment and provided a strong rationale for proceeding

to a real-world, large-scale application. By confirming that target users responded

more positively to AI-generated content enriched with cultural symbolism than to

standard commercial photography, this test served as a critical transitional phase

from controlled user study to ecological validation via social media deployment in

the final stage.
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Figure 3.5 Comparison of Image A and B

3.5.4 Feedback and Strategic Insights from Tests 1–3

The findings from the first three tests provided valuable feedback that shaped

the design and execution of the final experiment. Test 1 offered real-world ev-

idence that AI-generated visuals could spark curiosity and function as conver-

sation starters in a professional B2B context. The positive reactions and staff

interviews highlighted that culturally inspired AI visuals can not only attract at-

tention but also communicate brand identity effectively. Building on that, Test 2

demonstrated the feasibility and usability of a structured co-creation process with

non-experts. The statistically significant improvement in perceived creativity un-

derscored the potential of AI tools to empower users in visual design, especially

when supported by a clear guiding framework. This result reinforced the con-

fidence in the communicative and aesthetic potential of AI-generated cultural

content. Furthermore, Test 3 further validated the hypothesis by revealing that

audiences respond more positively—both emotionally and behaviorally—to visuals

that embed cultural motifs compared to standard photography. The comparative

framework clarified the added value of cultural design elements and confirmed

that even subtle visual adaptations can elevate perceived engagement.

Together, these three exploratory tests built a compelling rationale for moving

forward with a full-scale branding experiment on Carpenter’s official Instagram
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account. They informed both the content design (emphasizing cultural motifs with

proven appeal) and the engagement strategy (using interactive and time-sensitive

formats), directly shaping the architecture of final Test 4.

3.6. Test 4: Instagram Story-Based Online Ex-

periment (Final Evaluation)

The final and most comprehensive test served as the central validation of the re-

search hypothesis. This phase aimed to explore whether culturally embedded, AI-

generated visuals could foster engagement and brand resonance among Japanese

audiences in a real-world digital setting. Twelve visual stimuli were created using

a 3×4 matrix that combined three Carpenter product types with four Taiwanese

visual styles: blue-and-white porcelain, paper cutting, ink wash painting, and

vintage print art. These visuals were sequentially posted on Carpenter’s official

Instagram Stories over four weeks.

3.6.1 Platform Rationale: Why Instagram Stories?

Instagram Stories were selected as the primary platform for this experiment due

to their highly interactive nature and temporary visibility, which encourage real-

time engagement. Compared to standard Instagram Posts, which are designed for

permanence and passive viewing, Stories offer built-in features such as polls, emoji

sliders, and clickable quizzes, all of which provide natural touch-points for data

collection and user interaction. Additionally, unlike Reels—which favor short-

form video content optimized for virality—Stories allow for a more curated and

sequential presentation of images, making them well-suited for narrative-driven

branding experiments. Another key advantage of using Stories is their fixed 24-

hour visibility window. This time-bound structure enables consistent exposure

periods across all stimuli, which helps control for external variables such as post

longevity and algorithmic visibility bias. It also facilitates clearer segmentation

of engagement data by day and condition, allowing for more reliable comparisons

during analysis. Prior studies have shown that Stories foster more intimate, im-

mediate interactions and are more likely to receive direct responses, especially
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from existing followers [66]. For this reason, the Story format was ideal for testing

how different AI-generated cultural visuals affect user engagement in a controlled

yet ecologically valid branding context.

3.6.2 Test Structure and Posting Plan

The experimental stimuli consisted of 12 AI-generated images, created by com-

bining three distinct Carpenter products with four different Taiwanese cultural

visual styles: Taiwanese vintage print art3.6, paper cutting3.7, ink wash paint-

ing3.8, and traditional blue-and-white porcelain style3.9. Each style was applied

consistently across all three products, forming a 3×4 visual matrix that enabled

the comparison of how different cultural themes interact with brand identity in

visual communication.

Figure 3.6 Instagram Story Posts of Taiwanese Vintage Print Art Style

The posting strategy was designed to simulate a realistic yet controlled so-

cial media branding scenario. Content was published through Carpenter’s offi-

cial Instagram account, ensuring the audience interaction occurred in a genuine

brand-following context. Stories were posted once a week on Wednesday morn-

ings to control for timing-related variables such as daily engagement fluctuations.

Each release included three sequential Instagram Stories featuring one cultural

theme applied to three different products. Interactive elements such as polls,

multiple-choice questions, and emoji sliders were embedded into the Stories to

stimulate engagement and collect behavioral data. This schedule was repeated
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Figure 3.7 Instagram Story Posts of Ink Wash Painting Style

Figure 3.8 Instagram Story Posts of Paper Cutting Style

27



3. Design 3.6. Test 4: Instagram Story-Based Online Experiment (Final Evaluation)

Figure 3.9 Instagram Story Posts of Traditional Blue-and-white Porcelain Style

across four consecutive weeks, with each week dedicated to a different visual style.

By structuring the experiment in this way, the study ensured both consistency

in exposure conditions and sufficient temporal spacing to avoid audience fatigue.

This approach allowed for the assessment of user responses across different design

themes, while maintaining a realistic rhythm of brand content delivery on social

media.

3.6.3 Engagement Data Collection

Engagement data were collected using a two-pronged approach: behavioral met-

rics from Instagram and subjective responses from a post-exposure questionnaire.

However, unlike embedded Story-based surveys, the questionnaire was distributed

separately to a group of target users who had viewed the full Story series. This

group consisted primarily of Keio University students currently living in Japan,

who represented a relevant audience segment for Carpenter’s brand communica-

tion goals within the Japanese market. The rationale for focusing on this group

is rooted in the objective of the experiment: to explore how AI-generated cul-

tural visuals can enhance Japanese consumer engagement with a Taiwanese brand

whose products incorporate Japanese-inspired design. Therefore, collecting de-

tailed feedback from users embedded in the local Japanese context was essential

for evaluating whether the visual content successfully resonated with the intended
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cultural audience.

The questionnaire was designed based on a multidimensional definition of en-

gagement that goes beyond simple clicks or views. As Hollebeek, Glynn, and

Brodie [62] described, consumer engagement involves not only behavioral interac-

tion but also emotional and cognitive investment in the brand experience. Guided

by this framework, the questionnaire included items assessing perceived creativ-

ity, cultural appropriateness, visual appeal, and the perceived consistency of the

image with Carpenter’s brand identity. These constructs align with affective and

cognitive engagement dimensions and help evaluate whether the visual strategy

effectively fosters a deeper connection between the user and the brand. Instagram

Story metrics such as view count, poll participation, and emoji slider responses

were also documented using Instagram’s native Insights dashboard. While these

behavioral indicators served as surface-level measures of interaction, the survey

responses provided richer insights into user perception and cultural reception.

Together, these two sources of data offered a comprehensive view of engagement,

bridging observable behavior with underlying interpretation.
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Chapter 4

Results and Application

4.1. Results Analysis

This section presents the results of the Instagram Story experiment, which aimed

to examine how AI-generated images incorporating Taiwanese cultural elements

influence social media engagement in a Japanese market context. The findings are

based on Instagram Insight data (including measurements such as reach, interac-

tions, and link clicks) and a post-viewing engagement questionnaire administered

to viewers in Japan.

4.1.1 Instagram Story Performance Analysis

Four different cultural visual themes were tested over a four-week period: Tai-

wanese Vintage Print style, Paper Cutting style, Ink Wash style, and Blue-and-

White Porcelain style. Each series consisted of three AI-generated Story posts fea-

turing a Japanese-localized Carpenter product embedded within visuals infused

with traditional Taiwanese cultural motifs. Each Story was published via Car-

penter’s official Instagram account every Wednesday morning in order to control

potential effects caused by the time of day.

Quantitative engagement metrics were extracted from Instagram Insights, fo-

cusing on key variables: total reach (view count), total interactions (e.g., replies,

sticker taps), link clicks, and viewer region distribution (Table 4.1).
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Table 4.1 Instagram Story Performance by Visual Style

Style Avg.

Views

Avg.

Interac-

tions

Avg.

Link

Clicks

Regional

Shift

(JP)

Vintage Print 74.0 4.0 2.0 +1.3%

Paper Cutting 78.3 6.3 3.3 +0.6%

Ink Wash 81.0 6.7 2.7 +0.7%

Blue-and-White Porcelain 84.3 6.7 3.0 +0.5%

Among the styles tested, Blue-and-White Porcelain achieved the highest av-

erage view count, followed closely by Ink Wash, suggesting that designs high-

lighting clear cultural contrast—while maintaining visual harmony—may capture

more attention. Paper Cutting and Ink Wash generated the highest interaction

levels, including direct replies and sticker taps. Overall, all four series showed

an increase in the proportion of Japanese-based viewers, with the most notable

increase occurring during the Vintage Print series (from 2.5% to 3.8%, a statisti-

cally significant difference: p < .05). This regional shift supports the hypothesis

that AI-generated visuals infused with culturally rich, non-local aesthetics can en-

hance engagement even within localized markets. The positive reception among

Japanese users suggests a cross-cultural curiosity that, when harnessed correctly,

can benefit brand communication.

4.1.2 Post-Viewing Engagement Questionnaire

To further assess viewer engagement beyond platform metrics, a post-viewing

questionnaire was distributed to Keio University graduate students residing in

Japan, who had viewed the full set of Story posts. Engagement was evaluated

across three dimensions—cognitive, emotional, and behavioral—using 12 items

adapted from existing engagement scales [72] [73]. Each item was rated on a 5-

point Likert scale (1 = strongly disagree to 5 = strongly agree). The questions

and results of this questionnaire can be seen in the table below (Table 4.2).

These results show high engagement across all three dimensions. Cognitive

engagement was particularly strong, especially in capturing attention (M = 4.7)
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Questionnaire Item Mean SD

Cognitive Engagement

The visual content captured my attention. 4.7 0.5

I found myself mentally focused while viewing the con-

tent.

4.0 0.7

I thought about the meaning or story behind the image. 4.3 0.7

I was interested in understanding the cultural elements

shown in the content.

4.6 0.7

Emotional Engagement

I felt emotionally connected to the content. 3.7 0.7

The content triggered a positive emotional response. 4.0 0.7

The content felt personally relevant or familiar to me. 3.7 0.8

I felt a sense of enjoyment while viewing the content. 4.0 0.6

Behavioral Engagement

I would tap or interact with this content if I saw it on

Instagram Stories.

3.9 0.9

I would likely share or screenshot this content. 3.3 0.9

I would explore the brand or product after seeing this

story.

4.2 0.6

I would remember this visual if I came across it again. 4.3 0.7

Table 4.2 Post-viewing engagement questionnaire results across cognitive, emo-

tional, and behavioral dimensions (n=10).

and stimulating cultural interest (M = 4.6), aligning closely with the goal of inte-

grating Taiwanese cultural motifs into branding. Emotional engagement, though

slightly lower (M = 3.7–4.2), still demonstrated positive affective resonance, while

behavioral engagement scores indicated a strong intent to interact with or follow

up on the content.

Taken together, both the Instagram metrics and questionnaire data provide

converging evidence in support of the hypothesis: AI-generated images that inte-

grate home-country (Taiwan) cultural visual elements into product-based brand-

ing will generate higher social media engagement than images that adopt only

localized Japanese cultural aesthetics. Notably, the overall integration of Tai-
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wanese cultural elements—such as traditional motifs, art styles, and symbolic vi-

suals—into product-centered Instagram Stories attracted considerable engagement

from Japanese viewers. Despite the content being visually anchored in Taiwanese

cultural aesthetics (representing a form of standardization), the localized presen-

tation within a Japanese platform context did not diminish its appeal. On the

contrary, the increase in Japanese-based viewers (from 2.5% to 3.8%) and the high

scores across cognitive and behavioral engagement dimensions suggest that such

cross-cultural visual blending can effectively support brand localization goals, re-

inforcing the hypothesis that standardized, culturally rich visuals from the home

country can resonate internationally when presented with aesthetic coherence.

4.1.3 Reflections on Client-Side Adjustments and Cultural

Sensitivity

An important insight emerged when the AI-generated visuals were handed over to

Carpenter’s team for final publication. In particular, one image from the Blue-and-

White Porcelain series initially featured an icon that combined the Chinese and

Japanese national flags. This design choice was intended to symbolically represent

the cultural fusion underlying the product concept and the brand’s transnational

positioning. However, prior to publishing the Story, Carpenter staff replaced this

icon with a more neutral visual element—an illustration of a bottle and mountain

—citing potential concerns over political and cultural sensitivity in the Japanese

market.

This design adjustment underscored the importance of understanding not only

visual aesthetics, but also the socio-political implications embedded in symbolic

representation. Although the original flag-based imagery was meant to visually

communicate the spirit of cross-cultural dialogue, the use of national flags in

commercial content may evoke unintended interpretations, especially in markets

where historical or political sensitivities remain salient. As Hall [74] theorized in

his encoding/decoding model, media messages are not simply received passively

by audiences but are actively decoded through their own cultural frameworks and

lived experiences. In this case, the intended “fusion” message may have been

reinterpreted by Japanese viewers in ways that diverge from the designer’s original
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intent.

From this perspective, the adjustment made by Carpenter’s team can be seen as

a form of strategic decoding—an anticipatory editorial intervention that prioritized

brand neutrality and cross-cultural inclusivity. Their decision reflects a nuanced

understanding of how audiences might react to national symbolism within mar-

keting contexts, particularly in East Asia, where political iconography can carry

complex emotional and historical weight.

This experience provided the researcher with an important lesson in applied in-

tercultural design: that even AI-generated content grounded in cultural creativity

must undergo context-aware validation before real-world deployment. Collaborat-

ing with local brand stakeholders not only ensured the visual appropriateness of

the final content, but also highlighted the role of human discretion in mediating

between algorithmic creativity and market-specific social expectations. The case

illustrates the value of maintaining a flexible, dialogue-based design process, in

which AI tools are used not to replace human judgment but to enhance collabo-

rative, culturally sensitive storytelling.

4.2. Application

This section demonstrates the broader significance and applicability of the design

outcomes presented in this thesis. Following Zimmerman’s [75] ”Design Thesis”

structure, it demonstrates how the human-AI co-designed artefact (AI-generated

Instagram Stories of Japanese-inspired products incorporating Taiwanese cultural

elements), the user engagement it facilitated, and the insights gained from the

design process can inform future communication strategies for global brands pur-

suing to enter culturally distinct markets.(e.g., Carpenter, a Taiwan-based brand

aiming to expand into the Japanese market as part of its global strategy).

4.2.1 Designed Artifact and User Experience

The core artifact developed in this thesis is a series of AI-generated Instagram Sto-

ries that embed Taiwanese cultural aesthetics into product-based visual branding.

These images were not merely decorative but deliberately crafted to evoke cultural
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resonance, spark curiosity, and foster engagement among Japanese users. The ar-

tifact was paired with a digital storytelling strategy optimized for Instagram’s

native format and tested in a real-world brand collaboration with Carpenter, a

Taiwanese design company. Moreover, user experience was evaluated across cog-

nitive, emotional, and behavioral engagement. The results demonstrated that

viewers in Japan were not only visually attracted to the content but also invested

cognitively in interpreting the cultural meaning behind the imagery. Emotional

and behavioral engagement, such as link clicks and content sharing intent, further

validated the effectiveness of the content in facilitating cross-cultural interaction.

These findings provide proof-of-concept that foreign cultural visual elements, when

thoughtfully integrated, can enhance the storytelling power of branding in glob-

alized media spaces.

4.2.2 Reproducibility of the Design Process

The design process developed in this thesis followed a structured, repeatable

sequence that enables both creative flexibility and methodological consistency.

Specifically, it involved (1) generating visuals using the AI tool MidJourney, (2)

deploying the content through Instagram Stories to gather performance metrics

such as view counts, interaction levels, and regional reach, and (3) collecting

post-viewing questionnaire responses to evaluate user engagement across cogni-

tive, emotional, and behavioral dimensions. This cyclical process supported rapid

iteration, empirical testing, and reflection—key elements of design research in

media contexts. What makes this process reproducible is its modularity and

methodological transparency. Each stage—from defining product context and

cultural direction, to visual generation, public release, and user evaluation—can

be adapted to other research contexts or brand experiments. For instance, by

selecting different cultural motifs, using alternative AI generation tools, or modi-

fying the distribution platform (e.g., TikTok or YouTube Shorts), researchers and

practitioners can test similar hypotheses in various markets.

Importantly, a hybrid technique that connects design practice and empirical

research is created by combining computational innovation (through AI), cultur-

ally informed aesthetic decision-making, and user-centred feedback. The balance

between rigour and relevance, which is frequently emphasised in design-based re-
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search literature (e.g., Zimmerman et al.’s study which has been mentioned previ-

ously [75]), is supported by this trinity of artefact production, real-time user data,

and post-hoc analysis. Furthermore, this method’s reproducibility is enhanced by

the utilisation of social media as a live testing environment. Platforms like Insta-

gram provide access to dynamic user interactions and genuine audience behaviour,

which is different from controlled laboratory settings. This allows for richer and

more ecologically valid results. As a result, this procedure not only makes con-

tent testing easier but also replicates actual branding difficulties in cross-cultural

communication.

In sum, the reproducibility of this process lies in its clear logic, methodological

integration, and applicability across disciplines and markets. It offers a practical

blueprint for future design inquiries focused on cultural representation, AI-driven

creativity, and cross-cultural audience engagement.

4.2.3 Validation of the Experimental Design

The validity of this design-based research was established through both iterative

testing and triangulated data collection. The experimental structure followed a

four-stage progression—offline exhibition, co-creation, comparative testing, and

public engagement via Instagram Stories—which enabled the researcher to refine

the visuals, hypotheses, and methodological tools at each step. This gradual build-

up allowed for internal consistency and external applicability. Early feedback from

B2B audiences and graduate students helped validate the visual approach, while

the Instagram deployment allowed for real-world testing with target users.

The research’s validity can also be supported by methodological triangula-

tion [76], which enhances validity by combining different methods and data sources

to investigate a single research phenomenon. The study employed mixed methods,

including observation, interviews, performance metrics, and engagement question-

naires. These diverse data sources captured both surface-level interaction (e.g.,

views, clicks) and deeper cognitive-emotional responses, addressing both breadth

and depth of engagement. The alignment of qualitative impressions, survey scores,

and behavioral metrics provides converging evidence for the effectiveness of the

proposed design strategy.

Additionally, construct validity was supported by the use of well-established
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engagement dimensions [62] [77], while ecological validity was reinforced through

the use of a real brand account and a naturalistic viewing environment. This lay-

ered validation strategy ensures that the design insights are not only academically

sound but also practically meaningful for future brand communication efforts.

4.2.4 Extensibility and Broader Implications

The successful application of this design intervention in the Japanese market

suggests significant extensibility to broader international branding contexts. he

fundamental framework—the incorporation of home-country cultural aesthetics

through AI-generated design—offers a flexible paradigm for organisations looking

to strike a balance between authenticity and global relevance, even if the case

study was explicitly focused on Taiwanese cultural themes and a Japanese audi-

ence. An alternative to traditional localization—where visual content is frequently

completely modified to conform to the host culture—is offered by the procedure

described in this thesis. Rather, this study promotes a more hybrid approach

that maintains culturally distinctive components while making them visually and

contextually understandable to audiences in other countries. This approach aligns

with emerging global branding theories that emphasize ”glocalization”—the fusion

of global reach with local resonance—and supports the idea that authenticity [78],

rather than conformity, increasingly defines successful brand communication. The

observed increase in engagement from Japanese viewers, including a notable rise

in region-based metrics and positive evaluations across engagement dimensions,

reflects a growing receptivity toward hybrid and cross-cultural storytelling. Even

when viewers are unfamiliar with the specific cultural references (e.g., Taiwanese

folklore or traditional aesthetics), they may still respond positively if the presen-

tation is visually compelling and emotionally resonant.

The implications of this work extend well beyond the branding of physical prod-

ucts. Industries such as tourism, cultural heritage, education, fashion, as well as

Food and Beverage can adopt similar strategies to promote cultural narratives in

ways that are both digitally native and globally appealing. Moreover, the use of AI

tools like MidJourney introduces new possibilities for content creators, enabling

rapid, scalable, and stylistically coherent outputs that can be tailored to cross-

cultural needs. Rather than relying solely on design experts or local agencies,
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smaller brands can now experiment independently with aesthetic direction, test-

ing cultural integration through low-cost, data-informed methods. Furthermore,

this thesis contributes to ongoing discourse on the ethics and creativity of AI in

cultural communication. By using AI not merely as a tool for automation but

as a facilitator of intercultural dialogue, the project demonstrates how technol-

ogy can be employed to foster deeper connections between cultures, rather than

flattening them into generic or overly localized templates. It suggests a future

where AI-assisted design enhances cultural diversity in branding, providing new

opportunities for underrepresented narratives to find space in global markets.

In conclusion, this design thesis not only confirms the potential of AI-generated

cultural branding, but also articulates a flexible, repeatable, and forward-thinking

technique. It enables researchers and practitioners to investigate culturally adap-

tive design communication with increased creativity, contextual sensitivity, and

technology literacy.
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Chapter 5

Discussion and Future Works

This final chapter presents a comprehensive analysis of the research findings and

explores their broader implications and future potential. It revisits the central

hypothesis, contextualizes the results within existing theoretical frameworks, and

critically reflects on the methodological limitations. The discussion is structured

into four sections: interpretation of results, challenges and limitations, future

research directions, and concluding remarks.

5.1. Interpretation and Implications

The central hypothesis of this study proposed that AI-generated images incorpo-

rating home-country (Taiwanese) cultural elements into product branding would

elicit stronger engagement from a Japanese audience than visuals created purely

with localized Japanese motifs. The hypothesis was grounded in the belief that

audiences are increasingly drawn to authentic, distinctive narratives, especially

when such content is aesthetically adapted to the viewing context.

The experimental findings offer notable support for this hypothesis. Across the

four visual styles—Taiwanese Vintage Print, Paper Cutting, Ink Wash, and Blue-

and-White Porcelain—each of which embedded recognizable Taiwanese cultural

elements, Instagram Story performance remained consistently positive. Metrics

such as average views (ranging from 74.0 to 84.3), interaction levels, and link clicks

indicated audience receptivity. Particularly, viewer demographics showed an in-

crease in Japanese-based accounts from 2.5% to 3.8% over the experiment period,

suggesting that Taiwanese visuals, when thoughtfully integrated, can engage local

audiences even without full localization.

These behavioral data were further validated by a post-viewing questionnaire
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conducted with Japanese graduate students. On a 5-point Likert scale, responses

revealed high levels of cognitive engagement (M = 4.4), emotional engagement

(M = 3.9), and behavioral engagement (M = 3.9). Participants reported being

mentally absorbed by the visuals, emotionally responsive, and willing to interact

with or remember the content. The integration of cultural elements—particularly

visual motifs traditionally seen in Taiwanese media or craft—was perceived as

interesting and valuable. This convergence of quantitative and qualitative results

reflects the broader logic of“glocalization,” a branding strategy that encourages

the blending of global identity with local cultural relevance. Rather than eras-

ing or downplaying Taiwanese identity, the visual stories retained their cultural

signatures and still appealed to Japanese viewers. This finding supports asser-

tions in branding literature that authenticity and creative distinctiveness often

outperform strict conformity to local norms [78] [48].

Moreover, the use of AI to facilitate this process highlights a new frontier in

cultural communication—one where automation does not reduce creativity, but

amplifies it. By using tools like MidJourney, designers can explore cultural hybrid-

ity in ways that are scalable and experimentally grounded, fostering new aesthetic

encounters across borders.

5.2. Limitations and Challenges

Despite the encouraging results, this study also contains certain limitations. For

example, the use of Instagram performance metrics—such as view counts, sticker

taps, and link clicks— is subject to numerous external variables. Algorithmic

visibility, follower behavior, and even the time or day of posting can influence

engagement rates. Although attempts were made to control for these variables,

complete experimental control is not feasible on commercial platforms. This in-

troduces an unavoidable degree of measurement error.

Second, the participant pool for the post-viewing questionnaire was limited to

graduate students at Keio University. While this demographic is aligned with the

brand’s potential target audience, it presents issues of generalizability. Partici-

pants shared similar age, education level, and socio-cultural exposure. As such,

their responses may not reflect the perspectives of older consumers, those with
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limited international experience, or users of different platforms.

Third, the questionnaire employed was adapted from the User Engagement

Scale [77], relying on self-report measures. While effective for gauging perceptual

engagement, such methods are prone to response biases. As Podsakoff et al. [79]

highlight, participants may unconsciously adjust their answers based on social ex-

pectations or perceived research goals. Future research could integrate biometric

or behavioral tracking methods (e.g., eye-tracking, facial expression analysis) to

provide more objective insights into emotional and attentional engagement. Fur-

thermore, while AI-generated images provide speed and flexibility, they are limited

by the model’s constraints and the creator’s prompt literacy. The representation

of cultural aspects is interpretative, which might result in unwanted abstraction

or aesthetic mismatch. The AI’s dataset biases may also influence how specific

themes are depicted, potentially misrepresenting cultural specifics.

5.3. Directions of Future Studies

The outcomes of this thesis point to several promising directions for future ex-

ploration. One such direction is expanding demographic diversity. Including par-

ticipants from different age groups, nationalities, or professional backgrounds can

help validate whether the engagement observed here extends across broader con-

sumer populations. The inclusion of older adults or children, for instance, could

reveal generational differences in perception of foreign cultural elements.

In addition, another future avenue can be platform comparison. While In-

stagram was selected for its visual-first interface and popularity among young

adults, testing content across other platforms like TikTok, Facebook, or WeChat

could shed light on how engagement strategies must adapt to different algorith-

mic environments and content formats. Moreover, future work could experiment

with richer narrative forms, combining still visuals with animated sequences or

interactive features (e.g., polls, audio narration) to increase behavioral engage-

ment. Participatory design approaches, where target audiences co-create visual

content, might enhance cultural sensitivity and emotional connection. Finally, this

methodology could be extended to applied settings such as product launch cam-

paigns, tourism promotion, or international diplomacy. The use of AI-generated,
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culturally adaptive design could serve as a low-cost, high-impact strategy for

brands and public organizations seeking to communicate across cultures without

sacrificing identity.

5.4. Conclusion

In conclusion, this thesis demonstrates that AI-generated visuals embedding home-

country cultural elements can resonate across borders, even within competitive

and algorithmically dynamic social media platforms. The findings provide em-

pirical support for the central hypothesis and contribute to academic discourse

on glocalization, cultural branding, and design research. While the study faces

certain methodological constraints, it also opens up new possibilities for adap-

tive, scalable, and culturally sensitive communication strategies. As globalization

continues to reshape the way brands interact with diverse audiences, design ap-

proaches that blend authenticity, storytelling, and technological innovation will

become increasingly essential.

This thesis thus not only validates a new design strategy but also lays the foun-

dation for future academic and practical work in intercultural digital branding. It

emphasizes the importance of preserving cultural specificity while fostering cross-

cultural understanding—an ethos that is as relevant in brand communication as

it is in global society.
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